PRESS RELEASE

Eurovision Song Contest: 65 years on, poll shows high awareness
and viewership within and far beyond Europe

ABBA'’s Waterloo is the most popular song in the history of the contest

Paris, 12" May 2020 —The 65th Eurovision Song Contest will be replaced by a special television
broadcast on Saturday, May 16th titled Eurovision: Europe Shine a Light 2020, because of the
coronavirus pandemic. The special will feature songs from 41 countries that had been chosen to take
part in the 2020 contest in a non-competitive format. Ahead of the event, Ipsos conducted a global
survey to gauge interest in and compare familiarity with the Eurovision Song Contest among 13
countries that have participated in the event, along with another 15 countries across the world.

Key findings:

e Across the 12 European countries surveyed and Australia, all of which are currently
participating or have participated in the contest, 94% of adults have heard of it, 63% say they
have watched it at least once, and 10% say they have voted for a contestant at least once.
Outside of Europe and Australia, an average of 40% report having heard of the contest and
17% say they have watched it at least once.

e About two in five adults who know of the Eurovision Song Contest (38% across Europe and
Australia, and 45% across countries in other parts of the world) said they were likely to watch
any of this year’s semi-finals or final before it was announced that this year’s contest was
cancelled and replaced by a special event.

e Half (52%) of all people from the 11 countries surveyed with an entry in the 65 contest said
they would be delighted or pleased if their country won.

o ABBA’s Waterloo is by and large the most popular song that ever came out of the Eurovision
Song Content. Thirty-six percent of all adults surveyed across 11 countries currently
participating in the contest selected it as their favorite among 16 of the contest’s all-time
best-selling songs.

The survey was conducted among 20,031 adults under the age of 75 across 28 countries on the
Global Advisor online platform between February 20 and March 3, 2020.

Detailed findings
Awareness

e On average, across all 13 countries surveyed with a history of participating in the contest,
94% of adults have heard of it. Awareness of the contest ranges from 95% to 99% in all but
one of the European countries surveyed with Italy (74%) being the exception. In Australia,
89% awareness of the contest is nearly as high as it is in Europe. Australia is the only non-
European country surveyed that participates in the contest.

e Outside of Europe and Australia, an average of 40% of respondents report of having heard
of the contest. Awareness of the contest is especially high in China (64%) and Saudi Arabia
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(56%). It ranges between 33% and 49% in all other countries surveyed in Asia and the
Americas, with Japan (7%) and the United States (21%) being the only exceptions.

Viewership

¢ Among countries that have participated in the contest, 63% say they have watched the
contest at least once. Among these countries, “ever viewership” is highest in Sweden (86%),
Turkey (82%), Spain (80%), the Netherlands and Poland (73%) and Russia (72%). In
contrast, fewer than half in Italy (34%), Australia (36%), Hungary (43%), and France (45%)
say they have watched the contest at least once.

¢ Outside of Europe and Australia, an average of 17% say they have watched it at least once.
Reported experience of having ever watched the contest is as high in China (36%) and
Saudi Arabia (35%) as it is in Italy and Australia. It ranges from 10% to 25% in all other
countries, except for Japan (4%), the United States (6%), and Canada (7%).

Voter patrticipation

e Oneinten people in countries that have participated in the contest say they have voted for a
song at least one. Countries where people are most likely to have voted for a song are
Sweden (23%), Turkey (17%), Poland (15%), the Netherlands and Germany (11%) and
Great Britain and Spain (10%). In contrast, only 3% in France and 4% in Australia say they
have ever voted.

2020 viewing intentions

o Before the contest was cancelled and replaced by a special event, an average of 38%
across Europe and Australia said they were likely to watch any of this year’s semi-finals or
final. Viewing intention was highest in Turkey (56%) even though the country stopped
participating several years ago, followed by Poland (52%) and Sweden, Spain and the
Netherlands (49%). It was lowest in France (17%), Australia (24%), and Hungary (25%).
Hungary is the other European country surveyed that was not participating this year.

¢ Outside of Europe and Australia, 45% of those who have heard of the contest reported likely
to watch any of this year’s contest, including 72% in China, 67% in India, 65% in Saudi
Arabia, 54% in Peru, and 52% in Malaysia.

o Globally, the likelihood of watching this year’s contest varies only slightly by gender (45%
among females vs. 39% among males) and by age (45% among those under 35, 43%
among those aged 35-49, and 37% among those aged 50-74).

Excitement about own country’s song winning

o Half (52%) of all people from the 11 countries surveyed that are participating in this year’'s
contest say there would be delighted or pleased if their country won.

e Poland (71%), Italy (65%) and Russia (62%) show the highest level of enthusiasm.

e Overall, women (59%) and those under 35 (55%) are more likely than men (44%) and those
aged 35-49 (49%) or 50-74 (50%) to say they would be delighted or pleased.
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Most popular Eurovision songs

e ABBA’s Waterloo, the winner of the 1974 contest, was selected as the favorite among 16 of
the contest’s all-time best-selling songs by more than a third (36%) of the respondents
across the 11 countries surveyed that are currently participating. Waterloo ranks No.1 in nine
of the 11 countries.

o One exception is Italy, where the top spot goes to Domenico Modugno’s Nel blu dipinto di
blu (also known as Volare), a song that finished third of the 1958 contest and ranks No.3
across all 11 countries. Another exception is Russia where the favorite song in the contest’s
history is the country’s 2019 entry, Sergey Lazarev’'s SCREAM.

e The second most popular song across the 11 countries is Loreen’s Euphoria, which won the
contest in 2012. It represented Sweden, as did Waterloo.

e The other songs in the top five are Johnny Logan’s Hold Me Now from Ireland (the 1987
winner) at No.4, and Lordi’'s Hard Rock Hallelujah from Finland (the 2006 winner) at No. 5.

About the Study

These are findings from a Global Advisor survey conducted by Ipsos among 20,031 adults aged 18-
74 in the United States, Canada, Malaysia, South Africa, and Turkey and 16-74 in 23 other markets,
February 20 - March 3, 2020. It was carried out via the Ipsos Online Panel System in 28 markets.

Approximately 1000+ individuals were surveyed in Australia, Brazil, Canada, China (mainland),
France, Germany, Great Britain, Italy, Japan, Mexico, Spain, Sweden, and the U.S. Approximately
500+ individuals were surveyed in Argentina, Belgium, Chile, Colombia, Hungary, India, Malaysia,
the Netherlands, Peru, Poland, Russia, Saudi Arabia, South Africa, South Korea, and Turkey.

The samples in Argentina, Australia, Belgium, Canada, France, Germany, Great Britain, Hungary,
Italy, Japan, the Netherlands, Poland, South Korea, Spain, Sweden, and the U.S. can be taken as
representative of these countries’ general adult population under the age of 75.

The samples in Brazil, Chile, China (mainland), Colombia, India, Malaysia, Mexico, Peru, Russia,
Saudi Arabia, South Africa and Turkey are more urban, more educated, and/or more affluent than
the general population. The survey results for these markets should be viewed as reflecting the
views of the more “connected” segment of these populations.

The data is weighted so that each market’'s sample composition best reflects the demographic profile
of the adult population according to the most recent census data.

Where results do not sum to 100 or the ‘difference’ appears to be +/-1 more/less than the actual, this
may be due to rounding, multiple responses or the exclusion of don't knows or not stated responses.

The precision of Ipsos online polls are calculated using a credibility interval with a poll of 1,000
accurate to +/- 3.5 percentage points and of 500 accurate to +/- 4.8 percentage points. For more

information on the Ipsos use of credibility intervals, please visit the Ipsos website.

The publication of these findings abides by local rules and regulations.
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About Ipsos

Ipsos is the world’s third largest market research company, present in 90 markets and employing
more than 18,000 people.

Our passionately curious research professionals, analysts and scientists have built unique multi-
specialist capabilities that provide true understanding and powerful insights into the actions, opinions
and motivations of citizens, consumers, patients, customers or employees. We serve more than
5000 clients across the world with 75 business solutions.

Founded in France in 1975, Ipsos is listed on the Euronext Paris since July 1st, 1999. The company
is part of the SBF 120 and the Mid-60 index and is eligible for the Deferred Settlement Service
(SRD).

ISIN code FR0000073298, Reuters ISOS.PA, Bloomberg IPS:FP

WWW.ipS0s.com
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